The article presents the idea of gaining a position of competitive advantage by companies operating in the knowledgebased economy and in the age of modern technology. The rate of change in companies' environments forces organizations to react quickly to clients' needs. In recent years, there has been an observed systematic increase in the importance of communicating customer value in Poland. This paper shows changes (trends) in the system of market communication in the age of modern technology and changes in the economy. The author presents the mechanisms and effects of communication in age new technology in Poland. Modern technologies enable the collection, storage and transmission of information. Re ections contained in the paper do not have de nite characteristics and should be treated as an opinion in the discussion. JEL Classi cation: M31, M37.
Introduction
The traditional way of communicating with customers no longer works the way it did in the 1980's and 1990's. During this time, it was enough to make the company visible. Meanwhile, the market has become more competitive, consumer expectations have changed, and new technologies have entered the eld of communication. There has been a natural tendency for society to divide into increasingly diverse consumer groups with well-speci ed preferences and expectations, and there is a greater demand for offers tailored speci cally to their needs. In this situation, techniques and tools used in direct communication have become much more effective. The process of communicating customer value not only provides buyers with awareness of what products and services they can buy, but also the bene ts of purchasing them. The communication process aims to create and strengthen attitudes among buyers, leading to a favorable reception of products / services as well as a change of attitude from neutral to positive -creative.
The above objectives correspond to the research hypotheses: 1. Changes in today's business environment imply the need for effective action -on the part of the company -in terms of communicating customer value.
2. It is necessary to use -by entities operating on the market -modern marketing communications media on a larger scale. Multimedia marketing campaigns are usually more effective than campaigns run in only one medium.
Characteristics of the Internet Communications Market
The online advertising market is growing the fastest of all markets. Currently, according to estimates, every third inhabitant on the planet has access to the Internet. (Figure 1 .) The age structure of Internet users has remained at a similar level for the last several years. The frequency of Internet use in recent years is comparable. Seventy two percent of Polish Internet users use it every day or almost every day (Figure 2 ). Only ve percent of Internet users use it less than once a week. Internet users search for a variety of information and news about products, services, and companies. The most sought-after data is on mobile network operators (76%), cosmetics (41%) and food products (41%). Users search for information concerning the quality of products, prices, content, and application. In the case of cosmetics, 32% of respondents said that the knowledge gained about the product through the Internet de nitely helped them make the decision to purchase, while 51% said that the obtained information rather helped in the decision ( wierczewska, Wi niewska, 2011) . These numbers show the strength the Internet has on impacting consumers looking for information about a product. Over the last several years, the Internet has become the main source of information about products, and is the primary source of information when making purchasing decisions. The Internet is constantly evolving, and the number of users and number of sites is growing. Figure 3 .3% compared to the previous year. The economic crisis has not touched the online advertising industry, as happened in the case of other media. Companies which had previously started to cut back on advertising on traditional media such as newspapers, are investing their capital into online advertising. Experts predict further increases in spending on online advertising. Spending won't be as great as in previous years, because the Polish advertising market is maturing. Second place, in terms of popularity of Internet advertising, was achieved by SEM Advertising, which consists of two options: PPC -pay per click paid sponsored links campaigns, and SEO -search engine optimization. The goal of SEM is to achieve the best position for a given website in the search results presented for the search engine user. In 2010, SEM Advertising accounted for 30% of all advertising spending on the Internet. Compared with 2009, there has been increased interest in SEM Advertising -from 26% to 30% (Drzewosowski, Kolenda, 2010) . Published classi eds on the Internet were in third place. In 2010, they represented 17% of all online advertising expenditure. The popularity of online classi eds increased by 2% compared with 2009.
Marketing communication in age modern technologies
The Internet is undoubtedly the youngest market communication medium. Communication on the Internet is becoming more and more popular among both broadcasters who have more opportunity to present their products as well as among recipients. It is also the fastest growing medium, which means that it may soon supplant many traditional, standard communication channels. The Internet enables consumers to buy the product immediately after hearing about the offer on the Web. Because of its features, through proper use, the Internet can be an attractive medium of communication; through the use of video, sound, graphics and computer animation, it provides virtually unlimited creative possibilities. Through the use of a web page, the following marketing objectives can be achieved:
shaping the image and brand of the organization as modern and innovative, providing and disseminating information about the company, products, and people, acquiring new clients, networking, building relationships, carrying out dialogues, enabling interactions, integrating users, preparing a platform for the exchange of information (Mazurek, 2008) .
Communication via modern technology has the aim of strengthening a positive image of the company and its products in the minds of consumers. This type of communication has a greater impact and attracts more attention, and thus increases the ef ciency of communication (Howard, Gengler, 2001) . Modern technologies encourage action on the part of the consumer, which is usually to place an order, since the Internet simpli es the placing of orders and making payments -the entire transaction can be done through a web page or e-mail. The aim of interactive communication is to increase the effectiveness of other elements of the marketing mix, i.e. product, price and distribution, in a competitive market. A company using modern technology is considered to be more modern and innovative in comparison to the competition. There are product websites which focus mainly on presenting the product and trademark directed to individual customers. The purpose of these websites is to build an online community centered around the product and create an atmosphere of uniqueness of their brand, and thus loyalty to the product. It should be noted that companies are increasingly using blogs appropriately constructed to interact with customers. A blog is a tool that can help, but also harm, the image of the organization. If used correctly, it increases the openness of the company and its employees to their surroundings, builds its image as an expert in the industry, enables more exible and rapid ow of information and is an effective tool for internal communication. If the author's intentions are dishonest or they allow themselves to be manipulated, it may lead to the disclosure of condential information, business plans, strategies, etc. on the blog. Placing false or unveri ed information on the blog by an employee may even cause a decline in stock prices, especially if the source of the astounding news is a member of the management team of the company. Then it is natural that the company will attempt to discredit the author in order to defend their image (Borkowski, 2007) . It should be mentioned that an intranet enables ef cient communication and organization of work within the company, allowing for the dissemination of various types of messages related to the ongoing activities of different units, circulation of decisions made by senior management of the company, and communication between employees at all levels of the organization. An intranet, moving the process of internal communication to the web, allows for signi cant improvements and savings and, consequently, is an effective way of increasing the ef ciency of the entire organization.
The Internet, as a worldwide computer network, allows members of the virtual community to connect with each other. Communication developed with the ability to send emails from web pages and participate in discussion groups, allowing members of the virtual community to form a large number of diverse ties. The communication needs of Internet users are virtually unlimited, and social networking sites are also extremely varied, with the intention of satisfying user needs. More than 61% of users visit social networking sites to maintain friendships, 41% out of curiosity, and 31% as a way to spend their free time. Only 22% of users visit social networking sites to make new friends, and just 18% to discuss topics of interest to them (accessed January 10, 2010) [Available at http://biznes.gazetaprawna.pl/ artyku y/340708]. ). The conversion of public of ces to e-of ces open 24 hours a day, seven days a week, has resulted in bringing natural and legal persons a greater variety of ways to communicate with the public of ce and provide information, and overall improve quality. The change is also associated with saving time, as well as providing a high level of exibility both in the choice of location and time of day for handling of cial matters. The result has been an improvement of the services provided, and thus an increase in the satisfaction of customers (Report, 2004) . For the needs of research on the development of e-government, twenty basic public service categories were denoted; twelve of them addressed citizens and eight, entrepreneurs. From the analysis of the current state of those twenty basic public services which should be fully available on-line, as recommended by the European Commission, the number in Poland was half of the EU average (in 2007 the rate was 25% while the EU average 59%) (Grodzka, 2007) . Only four have reached the level of transactional services which allow full interaction with the authorities through the use of electronic channels. Communicating customer value is increasingly based on modern direct marketing. The electronic version of direct mail order marketing seems to have great prospects ahead, and this is mainly due to the continual rapid growth (and the emergence of new) channels of direct communication. Newsletters, which are already known on the market, are slowly being replaced with RSS feeds (Andrusiewicz, 2007) ; promotional e-mails are complemented by messages sent via online instant messaging. It should also be noted that with the technological development of mobile telephones, mobile channels of communication are also developing (SMS, MMS, and most recently, information sent via bluetooth). The development of Internet transactions goes hand in hand with verifying clients (a basic query of credibility). B. Dobiega-Korona notes that the effective use of the Internet to develop value depends on creating a balance between the collection of personal information from consumers and guaranteeing them their desired level of privacy protection and control over personal information (Dobiega a-Korona, 2007) . New services on the Internet, i.e. online lending platforms (social lending, C2C), which are also present in Poland (Masiukiewicz, 2007) , will require information about clients from organizers and participants of the system in order to reduce risk.
New Requirements for Communication through the Internet
Companies are continually taking steps in order to enhance the effectiveness and ef ciency of modern means of communication. In order for a website to serve as an effective market communication channel, it needs to be attractive enough for the recipient to look for it themselves. A study called Megapanel / PBI collects information on all commercial sites on the Polish Internet. It allows for the creation of a detailed pro le of the users of each site; what's more --it gives the opportunity to plan campaigns based on indicators used in other media. People involved in planning campaigns have such indicators as reach and frequency available to them. This approach to planning can affect the measurement of the effectiveness of activities performed on the Internet. Not all clients will measure the rate of conversion, because a particular action is not expected from all Internet users. Many organizations are involved in studying the Internet and the effectiveness of Internet websites. The leader in terms of coverage is the site Google, which is visited by more than 92% of Polish Internet users every month. The next sites (grouped and ungrouped) ranked in terms of monthly reach are: Onet.pl group (72%), Nasza-klasa.pl (69%), Wirtualna Polska group (62%), Allegro.pl group (62%) Interia.pl group (59%), Gazeta.pl group (57%), O2.pl group (55%), YouTube.com (55%), Wikipedia group (43%) (Megapanel, 2009) . With the increase in bandwidth and connectivity, transmitted content will gain a more multimedia character, there will be much more television coverage, the image will be clearer, more accurate, and larger. Internet advertising will change in character: from informational to emotional, often entertaining, strongly in uential on the emotions of the recipient (Perry, 2001) . B. Kaznowski emphasizes the role of interactivity of websites, which is part of the possibilities and nature of the Internet (Kaznowski, 2008) . Interactivity is a feature that is considered the most important difference between the Internet and traditional communication channels. By utilizing various technical possibilities, users (potential consumers) will cease to be passive recipients and become partners in dialogue. As noted by A. Burgiel, power belongs to those who have information, have access to unique data, speci c knowledge, and who have it faster than others (Burgiel, 2006) . The Internet, as one of the greatest tools for conveying information, has become an effective instrument for those who want to gain power, including those companies that wish to reach the consumer through the Internet. The rapid development of the web has actually caused the opposite -the Internet has become both a protective shield and a source of strength, and even power, for many isolated, individual consumers. According to L. Weber, the role of Marketing Specialist (marketer) has signi cantly changed as a result of social media, from a position of one who broadcasted messages and sent news (market information) to consumers, to a position of an aggregator who gathers new ideas, research and opinions, collaborates with clients, and builds and participates in an online community. Collaborating with clients means creating an open environment in which users can share their knowledge.
The aggregator, who the marketer has become, takes care of the needs of the whole group, and does not forget about individuals (Weber, 2007) . It should be noted that the individual Polish client is still limited by a number of factors which interfere with the free use of modern information technologies. The multitude of conditions which characterize the situation of the client is quite speci c and relates to Poland and other countries with a less developed ICTInformation Communication Technology sector. Here we can talk about the complex telecommunications environment of the Polish customer (Gutowski, 2008) . Their selection of a given telecommunication service is characterized by a much lesser degree of freedom than customers residing in more developed countries (where the main deciding factors are price and customer preferences).
Conclusion
Polish marketing, due to the crisis of the past couple of years, has undergone major professionalization. Only the strongest advertising agencies, in terms of economics, were able to remain on the market, and they are continuously developing. The increase in spending on marketing communication results from the focus on sales results, and here the best suited instruments are direct and interactive marketing tools. Communicating customer value is increasingly based on modern direct marketing. The electronic version of direct mail order marketing seems to have great prospects ahead, and this is mainly due to the continual rapid growth channels of direct communication. It should also be noted that with the technological development of mobile telephones, mobile channels of communication are also developing (SMS, MMS, and most recently, information sent via bluetooth). Managers very quickly began to see the advantages of communication through modern technology, which resulted in a gradual development of company websites, which served as their Internet business cards. With time, more and more services were developed and offered more detailed information about the company and their products (services), sales network, etc. The Internet enables consumers to buy the product (service) immediately after hearing about the offer on the web. Because of its features, through proper use, the Internet can be an attractive medium of communication; through the use of video, sound, graphics and computer animation, it provides virtually unlimited creative possibilities.
